Home appliance market is, inter alia, a market where the brand equity is highly important. Today, brands of South Korean corporations such as Samsung and LG have penetrated the market broadly and have caused threats for goods produced by Iranian brands. Therefore, we evaluate the differences and compare the Iranian and Korean home appliance brand equities in present study. To achieve to evaluate the differences and compare the Iranian and Korean home appliance brand equities, 5 minor hypotheses were devised based on research conceptual model in the format of research major hypothesis in which Wilcoxon statistical test was used to support or refuse such hypotheses. The investigations were continued by selecting three Iranian brands which had the highest market share in three goods of refrigerators, TV sets and washing machines. By using Likert's seven-item scale, a questionnaire was devised to collect data and its validity and reliability were confirmed by elites' approval and 0.95 chronbach alpha. Research statistical population consisted of all home appliance retailers in Tehran 22 boroughs (about 900 shops). 206 shops were selected as the sample by using Cluster sampling method. Research hypotheses were tested in terms of product types and overall home appliances. In all tests excluding difference hypothesis on tendency to pay overprice for Iranian and Korean brands in washing machines, all hypotheses were supported by 95% confidence level. Then, the brand equities were ranked by Freedman's test for all three goods and finally, the analytical diagram to show the impacts of each research model elements on expressing the difference between Iranian and Korean special brands was drawn.
INTRODUCTION
Brand equity is a valuable intangible asset for many successful companies in marketplace competition (Voleti, 2008) .The brand equity generates a type of added-value for products which help companies' long term interests and capabilities (Chen, 2008) . It is not so necessary to emphasize on the fact that the brand is a capital asset. In fact, brand is the living blood of companies in many sectors. Although factories and human force may be destroyed, brand remains (Cupferer, 2006) . It is a name whose background among people is a value of sustainable asset. Establishing strong brand is a strategic priority for many companies since general beliefs indicate that powerful brands can be a strength point and a competitive advantage for companies in their target markets. Therefore, brand distinguishes product from a similar one and penetrates into the way of consumers' perception and cognition. When brand Elements are ideal in consumers' minds, brand equity is deemed positive and it is considered as negative if it is not ideal in their minds (Laboy, 2005) . This competitive advantage is seen in the format of product ideal price, increasing the productivity of marketing strategies, increasing profit margin and cash flow, rising in demand and customers' satisfaction, facilitating brand expansion, bargaining power, less risk-taking than rivals (Bekhradi, 2009) , entry-barriers, and retaining customers, reducing customers' gaining costs and value-generation for shareholders (Laboy, 2005) . Positive brand associations in customers' minds would be stronger and more sustainable in general. Therefore, companies should make appropriate investments to establish and manage brand properly, The first step to manage brand is to evaluate its value in market and then, it should be compared to the values of other existed brand equities in the market especially the brands of goods with greater market share in order to determine the strengths or weaknesses of products or companies and in order than companies can compete more strongly in future.
Brands can be the distinguishing symbol of those products and services in which such symbols are observable when they are delivered. More complicated and riskier markets, more complicated and important brand driving forces that play vital role in the success of corporations. Therefore, it is necessary to manage brands strategically and to establish them by considering their special values (Agarwal & Rao,1996) . Increase in customeroriented brand equity can lead into more income, lower costs and, finally, more profits for manufacturers (Keller, 1993) .
Home appliance market is, inter alia, a market where brand equities are highly important and customers' decisions are too sensitive in such market since, in one hand, home appliance is considered as sustainable goods and consumer wants to use for several years and, on the other hand, consumer should pay a relative high price. Thus, he/she tries to evaluate the options carefully to achieve the highest ideality. The brand equity is a tool which helps consumer in such situations.
Nowadays, if someone passes Tehran home appliance bazaar, he/she perceives that brands of Korean companies like Samsung and LG have broadly penetrated into the market which is a threat against domestic goods. During their attendance in the market, these companies have been able to pay more attention than other firms to the interests and tastes of Iranian consumers and have acquired higher market share through the compatibility of their merchandises. Therefore, the present paper evaluates the home appliance brand equity in Iran compared to Korean brands in order to determine the competitive gap between Iranian and Korean home appliance industry.
The necessity of execution and research objects:
The necessity and importance of brand equity refers to the importance of brand in companies' marketing strategies. brand equity plays a strategic and significant role in acquiring competitive advantage and strategic management decisions. Brand equity a proper benchmark to evaluate the long term impacts of marketing decisions when it is measured carefully (Simon, 1993) . Branding helps companies to stabilize themselves in future strategically and compete effectively with global giants that have dominated global markets. Anyhow, the expansion of successful brand is not easy. Brand is not established quickly since most companies lack proper experience or necessary knowledge to step this route (Temporal, 2003) .
Today, those companies which operate in global markets owe more than half of their sale successparticularly among consumers in developing countries -to their global brand. Perhaps, the quality and services provided by domestic firms to customers are similar to foreign ones but consumers are more tended to brands like Samsung and LG (Seyyed javadein, 2007) .
Therefore, it is necessary that companies assess their brand among their customers in order to grow and expand their participation in global markets and compare it to brand equity of those companies which possess the highest share in competitive markets in order to devise their marketing strategies toward a strong brand in the market and their competition. So, it is attempted in this research to achieve following goals through evaluating domestic home appliance brand equities and comparing it to the brand equities of Korean counterpart products. (Simon and sullivan, 1993) . In another study, Mahajan et al introduced brand potential value as a determinant of Brand equity for applied usage in companies' purchases (Rahman seresht, 2006) .
In marketing literature, brand equity is being operational in two manners: those who have considered consumer's perceptions such attitude on brand, brand awareness, brand association and conceived quality; and those who have addressed consumer's behaviors such as loyalty to brand, extra payment, etc. Both methods calculate brand equity via consumer's perspective (Bahreinizadeh, 2006) . According to Aaker, brand equity is achieved by brand association, loyalty to brand, brand awareness, conceived quality and other assets shown in figure 1 (Aaker, 2006) . In present paper, measuring the elements of this model as a conceptual model is used to evaluate and compare the value of home appliance brand equity. 
Research hypotheses
Based on research conceptual model and framework as well as factors which should be considered to measure brand equity, following hypotheses are devised:
Major hypothesis:
Brand equity of Iranian home appliance has low quality compared to Brand equity of Korean home appliance.
Minor hypotheses:
1. Attitude on Iranian home appliance brand has lower quality than Korean home appliance brand.
2. Iranian home appliance brand association has lower utility than Korean home appliance brand. 3. Iranian home appliance brand image has lower quality than Korean home appliance brand. 4. Loyalty to Iranian home appliance brand is lower quality than Korean home appliance brand. 5. Tendency to extra price payment for Iranian home appliance is lower than Korean products.
METHODOLOGY
Present study is a descriptive survey which seeks to expound the aspects, characteristics, traits, limitations and deficiencies of Iranian home appliance Since present study attempts to compare the Iranian and Korean brand equities, its populations consists of those home appliance retailers and sellers who have worked with both Iranian and Korean home appliances in order to achieve a more precise evaluation and comparison. Thus, according to the opinion of home appliance syndicate, it was clarified that in all Tehran 22 boroughs, there are over 1300 home appliance retailers of whom 400 shops sell single brand products. This figure was deducted and finally 900 shops were considered as research population.
To determine sample size, average sample size formula was used due to the clarification of population volume. The highest variance was 0.25 and 206 retailers were computed in 0.05 determination level and 6% error.
Single-step cluster sampling was used in order that research statistical sample represents the community properly. In this line, statistical community was clustered into 5 geographical areas: northeast, northwest, central, southeast and southwest. Boroughs 2, 4, 11, 12, 15, 19 and 20 were selected by considering the volume of retailers in such regions.
Based on the initial random sampling among 30 shops, 13 ones filled the questionnaire for washing machine, 11 ones for refrigerator and 6 ones for TV sets in terms of their activities. According to this pretest, 6, 5 and 3 questionnaires were distributed for washing machines, refrigerators and TV sets among retailers respectively.
197 of total 206 distributed questionnaires were returned of which 4 questionnaires were useless. Finally, 193 questionnaires were analyzed which included 41 questionnaires for TV sets, 68
questionnaires for refrigerators and 84 questionnaires for washing machine.
In this section, we address to research hypotheses. Initially, minor hypotheses are analyzed in terms of products and then the major hypothesis is represented. In all steps, SPSS software is used for calculations.
Kolmogorov -Smirnov (K -S) test: before evaluating research hypotheses, we measure the normality of gathered data by using K -S test.
: Variable distribution is normal.
: Variable distribution is not normal. (1) H1: attitude on Iranian home appliance brand equities is lower than Korean ones in terms of quality.
Test result: calculated Z on the difference between attitudes on all three products of refrigerator, TV set and washing machine as well as total home appliance is in the refusal area of null hypothesis at 0.05 of determination level (95% confidence). So, the first minor hypothesis is supported by 95% confidence level.
(2) H2: association on Iranian home appliance brand equities is lower than Korean ones in terms of utility.
Test result: calculated Z on the difference between association on all three products of refrigerator, TV set and washing machine as well as total home appliance is in the refusal area of null hypothesis at 0.05 of determination level (95% confidence). So, the second minor hypothesis is supported by 95% confidence level.
(3) H3: the image of Iranian home appliance brand equities is lower than Korean ones in terms of perceived quality.
Test result: calculated Z on the difference between the images of all three products of refrigerator, TV set and washing machine as well as total home appliance is in the refusal area of null hypothesis at 0.05 of determination level (95% confidence). So, the third minor hypothesis is supported by 95% confidence level.
(4) H4: loyalty to Iranian home appliance brand equities is lower than Korean ones.
Test result: calculated Z on the difference between loyalty to all three products of refrigerator, TV set and washing machine as well as total home appliance is in the refusal area of null hypothesis at 0.05 of determination level (95% confidence). So, the fourth minor hypothesis is supported by 95% confidence level.
(5) H5: tendency to extra payment for Iranian home appliance brand equities is lower than Korean ones in terms of utility.
Test result: calculated Z on the difference between tendency to extra payment for two products of refrigerator and TV set is in the refusal area of null hypothesis at 0.05 of determination level (95% confidence) while it is in the supporting area of H0 for washing machine. Regarding total home appliance, it is in the refusal area of H0. So, the fifth minor hypothesis is supported by 95% confidence level.
Research major hypothesis test:
Major hypothesis: the hidden value of Iranian home appliance brand equities is lower than Korean ones.
The results of Wilcoxon test on above hypothesis are outlined in table 3.
As seen in table3, statistical null hypothesis is refused in all four tests at 0.05 of determination level. Therefore, research major hypothesis on the low Iranian brand equities for TV sets, refrigerators, washing machine and total home appliance compared to Korean ones is supported.
Ranking brand equity in terms of products:
Freedman's test was used to rank brand equity. Test results and the rank of each brand equity for all three studied products are shown in table 4. The fact that customers' tendency to extra payment for Korean washing machines is similar to Iranian washing machines shows that regarding washing machine, Iranian brand has become close to Korean washing machines compared to other two products and have been able to decrease the distance between both products. Regarding other two products, Korean brand equities have become closer to consumers' tastes more than Iranian ones and they are more tended to extra payment for Korean products.
The results show that Korean brand equities have been able to penetrate households' baskets and market showcase and have more equity in terms of market and more market share.
Anyhow, the concept of brand equity is obtained via consumers' perceptions. Therefore, manufacturers should attempt toward shaping, directing and stabilizing a proper perception of brand equity in customer's mind. In this line, they should improve those effective factors on brand equity enhancement and avoid those factors which weaken this value. Research model indicates variables which impact on brand equity directly and indirectly. Therefore, brand manufacturers should focus on such variables in order to establish strong brand equity and/or enhance their brand equity. Enhancing the characteristics of production, supply and sale of products by considering the aspects of brand equity is a guideline.
